





































































































The study assessed factors affecting firms export marketing the Dar es Salam international trade fair (DITF) as one of international marketing tools. This study was a cross-sectional one and it adopted a descriptive research design with intention to establish the exhibitors’ views towards promotion of international export market by participating in DITF. A total of fifty questionnaires were distributed to respondents and were filled, making a response rate of 89%. Data were analyzed using SPSS computer software. The findings clearly showed that only a few exhibitors were able to meet their fairs participation motive. Majority of participated firms were firstly participating in the DITF. About two third of DITF exhibitors were local ones and only about one third were of foreign origin. About half of the participating exhibitors sponsored themselves for attending the trade fair and only a few were financed by their local government, international organizations and or bilateral organization. The study revealed that major problems firms faced during DITF participation were inadequacies of car parks, inadequacies of exhibition space, weak securities services, poor personal hygiene and electricity power outage problems. Assessed perception on the effectiveness of participation in trade shows indicates that majority of firms consider exhibiting at the DITF as a highly cost effective mode of marketing promotion. Therefore, it appeared that DITF still has the potential to become the right exhibitors’ platform to achieve their goals. However, currently, this opportunity is not yet to be utilized and the researcher recommends for the DITF to come up with strategies on how best to reorganize its activities so as to ensure that exhibitors are able to get services that realizes value for their money.
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1.1 International Trade Fairs Concept 
This study is about assessment of assessed of factors affecting firms export marketing the Dar es Salam international trade fair (DITF) as one of international marketing tools. According to Murcko  (2014), Trade Fairs is defined as “a massive, stage-set, and usually regular trade (​http:​/​​/​www.businessdictionary.com​/​definition​/​trade.html​) event (​http:​/​​/​www.businessdictionary.com​/​definition​/​event.html​) at which a large number of manufacturers (​http:​/​​/​www.businessdictionary.com​/​definition​/​manufacturer.html​) from a particular industry (​http:​/​​/​www.businessdictionary.com​/​definition​/​industry.html​) present their products (​http:​/​​/​www.businessdictionary.com​/​definition​/​product.html​) and show their capabilities (​http:​/​​/​www.businessdictionary.com​/​definition​/​capability.html​) to distributors (​http:​/​​/​www.businessdictionary.com​/​definition​/​distributor.html​), wholesalers (​http:​/​​/​www.businessdictionary.com​/​definition​/​wholesaler.html​), retailers (​http:​/​​/​www.businessdictionary.com​/​definition​/​retailer.html​), and end-users (​http:​/​​/​www.businessdictionary.com​/​definition​/​end-user.html​)”. Trade fair is currently one of important promotional tools in International marketing (Li, 2006; Bathelt and Spigel, 2012; Kalafsky and Gress, 2013; TanTrade, 2014). 

International trade fair held in different countries serves as a mediator between the national sellers and foreign buyers (Ellis, 2007: Bathelt and Spigel, 2012; Kalafsky and Gress, 2013). Recent work argues that trade fairs, especially international ones, have become a core element of new relational geographies (Bathelt and Schuldt 2010 (​http:​/​​/​oarelogin.research4life.org​/​uniquesigonlinelibrary.wiley.com​/​uniquesig0​/​enhanced​/​doi​/​10.1111​/​j.1541-0064.2011.00396.x​/​" \l "b13" \o "Link to bibliographic citation​)). Trade fairs no longer focus on the exchange of goods and the signing of sales contracts (although they are still important), but instead are catalysts of knowledge circulation in a value chain through which knowledge and understanding about industries and technologies is created and disseminated over distance (Ellis, 2007: Bathelt and Spigel, 2012).

Study by Ellis (2007), confirms that distance provides an impediment for many manufacturers, further complicating business strategies linked to the internationalization process. Distance between exporters and importers increases the efforts and the costs that are needed to access a new customer base (Bathelt and Spigel, 2012; Kalafsky and Gress, 2013).  One possible way by which exporters can access a large number of potential buyers is to participate in international trade fairs (Ellis, 2007: Kalafsky and Gress, 2013, TanTrade, 2014). 

From a manufacturer’s perspective, these exhibitions provide an opportunity to market their wares to a wider audience of prospective buyers while also potentially reducing the expenditures associated with discovering and visiting individual customers in widespread locations (Bathelt and Spigel, 2012). They are also a venue in which a firm can gauge customer reactions to its products and, in turn, compare its offerings against those from competitors (Maskell et al., 2004). Trade fairs are regarded as “relational events” that bring together regional, national, and often international producers, users, suppliers, and other agents of a value chain or technology field for the purpose of exchanging knowledge about technological and market developments, building partnerships, and maintaining existing networks through learning by interaction and observation. It is said that about 2000 Trade Fairs are held annually in different part of the world including more than 70 countries. 

Normally, in many countries Trade Fairs are organized by either professional associations or municipal authorities. Gopalakrishna et al., (1995) indicated that in 1994 about 1.3 million firms from the United States of America and Canada were reported to have exhibited at trade shows attended by over 85 million business people. However, trade shows are no less popular in Europe. Seringhaus and Rosson (1994) found that in 1989, Germany held 169 international trade shows comprising about 124,000 exhibitors and over ten million visitors, while the United Kingdom held 220 international trade shows with 61,000 exhibitors and 4.6 million visitors.

Originally, trade fairs were held in conjunction with religious festivals. Because of the difficulties of travel, it was impossible for purchasers to acquire desired commodities and for merchants to renew their stocks continually. Fairs, therefore, gradually developed, taking place when quantities of goods had been accumulated and where great numbers of potential purchasers were present. During the 18th century, when the number of shops and markets had increased and transportation and communication methods were improved, commercial fairs had lost their importance. However, fairs were maintained, because trade could be concentrated in a single place, and market conditions could thus be gauged and prices fixed. 

The trade fair of the 20th century, were more in the nature of exhibitions. Studies showed that various industries, such as the automobile, broadcasting, office-equipment, and textile industries, continue to hold annual fairs to display their latest products and promote sales. Moreover a great part of such activity was taken over by the regional, national, or international exhibitions and expositions. Shen (2005) found that the exhibition industry is a huge business, accounting for 0.09 to 0.3 percent of GDP in the U.S.A., the European Union (EU), and China (Li, 2005). In 2005, the Chinese exhibition industry earned RMB 12.75 billion (US$1.6 billion) and achieved an annual growth rate of 18%.
The exhibition industry in China is full of opportunities and competition. It is one of the few successful industries that have managed to break into and dominate since 1979. Today, China is a difficult market for any new foreign entrant to penetrate due to few new and unexplored exhibition topics and limited unfilled time slots available at the reputable and major exhibition centers.

The challenges and issues facing foreign exhibition organizers found in this study were pricing and localization, unclear exhibition ownership and intellectual property rights protection, coupled with government red tape and restrictions (Schuldt and Bathelt, 2011). Some of these challenges have been reported in the Republic of Botswana in 2002 through Botswana International Trade Fair (BITF) that hosts the annual trade fair (Iyanda et al., 2005). Botswana could thus be described more as a trading rather than manufacturing economy. The BITF was firstly organized in 1969, by then it was known as Gaborone International Trade Fair. The BITF, which is an “expanded, diversified and upgraded” version of its predecessor, has been organized since 1998 by Fairground Holdings, a subsidiary of the government-owned Botswana Development Corporation. 

Iyanda et al., (2005) found that the overall objective of the fair organizers is to lure quality exhibitors, ensure international participation, and invite more manufacturers than trader firms. Nevertheless, inviting more manufacturers than traders was observed in the said three years whereby the average participation by manufacturers was only about 44 percent of the exhibitors. The number of visitors to the Fair declined from 118,042 in 1999 to 95,081 in 2001, a drop of 19 percentage points. However, the financial position of such fairs improved, with the surplus funds generated increasing from 0.11 million in 1999 to 1.04 million in 2001. An increase in revenue collected and a drop in running costs can partly explain the improved financial performance of the fair. There is a slight fluctuation in both the number of exhibitors and of countries participating. It is interesting to note the high ratio of “repeated purchases” among the exhibitors. Only three of the countries represented in 1999 were absent in 2000. But in 2001, not only did all countries represented in 2000 participate; there were in fact exhibitors from two new countries: Egypt and Angola.

1.2 The Dar es Salaam International Trade Fairs (DITF)
In Tanzania, the Dar es Salaam International Trade Fair (DITF) has established itself over years as the shop window for Tanzanian products as well as the East, Central and the Southern African Region. The DITF is being supported by the services of the Dar es Salaam harbaour, which serves the region effectively, therefore, fair acts as one stop centre for reaching countries such as Uganda, Rwanda, Burundi, Democratic Republic of Congo (DRC), Zambia, Malawi, Zimbabwe and Botswana. The fair enjoys the patronage of the Tanzania business community who both exhibit and use it as a forum for business exchange (TanTrade, 2014). 

The fair also enjoys support of the Government of Tanzania (GoT) through the Ministry of Industry and Trade. The fair is also supported by the Tanzania Chamber of Commerce, Industries and Agriculture (TCCIA) and the Confederation of Tanzania Industries (CTI) as well as other institutions in the country. Tanzania Trade Development Authority has been the sole organizer of the DITF since 1977 and joined UFI membership in 1997 in a major promotional event. The trade fair was inaugurated in 1962 a year after Tanzania had gained her independence. The first trade fair was held in 1963.

DITF takes place annually and is normally held over the last week of June and the first week of July. It is the largest trade show in East Africa and is the national exhibition of Tanzania, showcasing commercial and manufacturing businesses from each region in Tanzania, as well as numerous international companies that are looking at developing trade partnerships through this important coastal town in the region.

The objective of participating in DITF is not only to promote immediate sales at the exhibition but to helps new firms to introduce themselves in the international scenario and the firms already in the market can increase their market share or introduce new products. For new firms non-selling objective might be better than immediate sales. For example, perspective customers can lead by its technical information rather than transactional information. For export promotion, it is helpful to introduce product with non-selling objective in mind. The fair enjoys support from the Government through the Ministry of Industry and Trade, Tanzania Chamber of Commerce, Industry and Agriculture (TCCIA) and the Confederation of Tanzania Industries (CTI) as well as other institutions in the country.

Tanzania exhibitors profile range of exhibits includes: agricultural products, food and beverages, textiles, garments and yarns, manufactured products, information and communication technology, construction materials, automobiles, electrical goods and appliances, farm implements, chemicals and cosmetics, timber and furniture, trade services, engineering products, machinery, computer software, gift articles and handicrafts, etc.

1.3 Statement of the Problem 
Accessing international customers is difficult, or at the very least more complicated, than pursuing buyers within domestic markets (O'Hara et al., 1993; Kalafsky and Gress, 2013). Despite the criticality of viable international market research to export success, this process is more difficult than acquiring the same types of information on potential domestic or regional customers (Gertler, 2003; Torre, 2008).This challenge is exacerbated for firms with limited financial resources or a confined geographical scope. 

One possible way by which exporters can access a large number of potential buyers is to participate in international trade fairs. Many authors had reported the importance of trade fairs for promoting firms export intensity (Bathelt and Schuldt, 2008; Blythe, 2010). International trade fair held around the world annually is a way of globalizing the products. Unfortunately, the development of Trade Fairs in Sub-Saharan Africa is experiencing many constraints, generally related to complex administrative challenges but typically of the underdevelopment of the countries concerned (Iyanda et al., 2005). 

In Tanzania and the DITF in particular, the participating firms are being challenged as they have limited chances to accommodate interested, newly and eligible participating firms. Hence, the DITF organizer (TanTrade) seems constrained and or challenged when it comes to decision on who is to get a permission to participate and who is not. In practice, many companies and firms’ from different countries have always been showing interest and struggle to participate in such fairs without success. Worse still there are some firms which always succeed to participate and some only participate in some years randomly, so the competition on chances of participating to this trade fair. For example, in the late 1980’s and 1999 over 100 to 1041 firms participated prospectively and rose sharply from around 0.1 million in the early 1990s to more than 2 million in 2005. 

Aikaeli (2007) found that in 2006 a total of 1526 exhibitors exhibited at the fair and majority came from overseas representing over 18 countries. This situation raised a question as to why many firms struggle to find an opportunity to participate, what are the driving forces, challenges and benefits of these trade fairs to participating firms. It seems effectiveness of DITF as a promotional activity for the expansion of Tanzanian products in international market is being jeopardized by complex social, political, economic, cultural and technical factors. Hence, this study was thought and formulated. The study assessed firms’ participating in the Dar es Salam International Trade Fair (DITF). 

1.4 Justification of the Study
Over the past few years, Tanzania has emerged as a major regional trade centre. This is mainly due to a very friendly and business like atmosphere it offers to foreign investors and products. Duties are considerably low and re-exports to neighboring countries are either very low or exempted (TanTrade, 2014). Manufacturers pursuing information on potential customers in distant, dynamic markets confront myriad obstacles, to address this; many firms attend international trade fairs in order to market their products, to meet with prospective customers, and to tap into buzz related to potential international opportunities (Kalafsky and Gress, 2013).  

1.5 	Objectives of the Study
1.5.1 	General Objective
The general objective of the study was to assess factors affecting firms export marketing the Dar es Salam international trade fair (DITF) as one of international marketing tools.

1.5.2 	Specific Objectives
The specific objectives of the study were as follow:-
i.	To analyze participating firms’ performance in DITF.
ii.	To examine factors influenced firms’ participating in DITF.
iii.	To determine problems facing firms during their participating in DITF.
iv.	To identify limitations of DITF.

1.6 	Research Questions
i.	What factors are being used to measure performance of firms at the Dar Salaam International Trade Fair (DITF)?
ii.	What are the factors influencing firms’ participation at the Dar Salaam International Trade Fair (DITF)?
iii.	What are the problems facing firms’ during their participation at the Dar Salaam International Trade Fair (DITF)?
1.7 	Significance of the Study
Dar es Salaam International Trade Fair (DITF) helps the entrepreneurs of different countries come together. Through this, the firms were recognizing their competitors and their competitive advantages. They also share their experiences and ideas with each other. International Trade Fairs for developing country like Tanzania are more important as they can learn more about the business of the developed countries. The study is expected to contribute the existing literature that may be useful as a source of reference to academicians and researchers. It would also be utilized to serve as a basis for further research in the area of trade shows and exhibitions in the country. 

The study has added knowledge base and helped the Government, its agencies and policy makers a basis for formulating good national policies for the country’s development in the trade industry sector. Although participation in the fair may seem costly while needing considerable planning to make the most of the opportunity, on the other hand all participants to the shows would be in a position to determine whether the shows were appropriate to ensure that the exhibitions fit into their overall strategy and assist them to achieve their business objectives. 

One possible way by which exporters can access a large number of potential buyers is to participate in international trade fairs. From a manufacturer’s perspective, these exhibitions provide an opportunity to market their wares to a wider audience of prospective buyers while also potentially reducing the expenditures associated with discovering and visiting individual customers in widespread locations. They are also avenue in which a firm can gauge customer reactions to its products and, in turn, compare its offerings against those from competitors (Maskell et al., 2004). 







This chapter provides highlights of the findings of other studies in line of the research topic, including critical studies. The chapter provides some research findings that have relevance to the proposed study on “assessment factors affecting firms export marketing the Dar es Salam international trade fair (DITF) as one of international marketing tools. It also provides critique of methods used in previous researches, conclusions drawn by other researchers who previously reviewed the literature relevant, and lastly discusses the crucial roles of Trade Fairs.

2.2 Theoretical Framework
Waterman, (2001) noted that in today’s business environment, more than any other era before, the only constant participation was change. Organizations that succeeded in this type of environment were only those that effectively managed change persistently by adapting their processes to conform to the forces of change. The rate and magnitude of changes that affected organizations were increasing dramatically. David, (2005) found that survival of organizations highly depended on capability of cleverly identifying and adapting to the changes. 

Kotler (2000) explained that as a result of major societal forces such as technological advances, globalization, regionalization and deregulation the market place was radically changing overtime. According to Stoner et al, (1995) the technological, political, economic and social trends could have major effects on the success or failure of organizations. Ansoff, (1987) found that the constantly changing environment therefore, made it imperative for organizations to continuously adapt their activities in order to succeed.

Stoner, et al, (1995) maintained that today’s consumers are more educated, more inquisitive and more demanding, while on the other hand, products are increasingly becoming complex and specialized. Stoner et al, (1995) explained that marketing managers must therefore be sensitive to those dynamics when recommending responses to environmental changes. Pride & Ferrell (2003) found that furthermore, the effects of the marketing environment could be very dramatic and difficult to predict thus affecting a marketer’s ability to facilitate exchanges. Pearce and Robinson (2004) asserted that it was sometimes very difficult to identify the environmental forces because there were so dynamic and interactive to the extent that the impact of one element could not be wholly disassociated from the impact of other elements. Consequently, the role of marketing function in organizations could not be overvalued, as it was crucial for their survival.

Firm can change its price, sales-force size, and advertising expenditures in the short run. However, it can develop new products and modify its distribution channels only in the long run. Thus, the firm typically makes fewer period-to-period marketing-mix changes in the short run than the number of marketing- mix decision variables might suggest. According to Kotler (2010) marketing management entails the art and science of applying core marketing concepts to choose target markets and get, keep, and grow customers through creating, delivering, and communicating superior customer value maintained that it is a discipline which focused on the practical application of marketing techniques and the management of a firm's marketing resources and activities. Competition is a critical factor in marketing management which includes all actual and potential rival offerings and substitutes that a buyer might consider.

Seringhaus, F.H.R & Rosson, (1994) have indicated that analysis Model for Performance Measurement of International Trade Fair Exhibitors. The paper contributes a multidimensional analysis model to the issue of performance measurement of International trade fair exhibitors. First, it proposes an integrated trade fair performance evaluation model. The model incorporates the process of firm activities, from before to after the fair. A performance measurement construct is developed that employs quantitative and qualitative variables, and includes immediate and delayed measures of exhibitor performance, thereby recognizing the importance of the trade fair management process. Second, the paper examines the relationship between firm activities and trade fair performance levels to demonstrate that multiple measures provide valuable insight into the trade fair exhibiting process. The analysis model is applied to a data set from a Canadian study of 303 firms exhibiting at international trade fairs.

2.2.1	Why firms go to the Trade Fairs
Recent study (Kalafsky and Gress, 2013) show that trade fairs are important tools for witnessing newly discovered, technology-driven, symbiotic relationships between online portal sites, vendors, and potential customers at these trade fairs, where virtual services are nonetheless augmented by a need for a continued onsite presence at these exhibitions. 
According to the study by Kalafsky and Gress (2013) on “Trade Fairs as an Export Marketing and Research Strategy: Results from a Study of Korean Advanced Machinery Firms” main reasons for trade fair attendance were: meet with existing and potential suppliers (62%); Obtain information on domestic customers (60%); obtain information on export customers (53%); meet with overseas agents and distributors (38%);Discover industry trends (33%); benchmark competitors (30%); obtain information useful for innovation (28%); and compare competitor price and quality (18%).  This result reinforces the conceptualization of trade shows as temporary clusters where deep supplier–buyer interfaces are created and maintained (Bathelt and Schuldt, 2008) and as a place where firms can attempt to become part of wider, global business networks (Ramírez-Pasillas, 2010).

Shrestha (1998) said that “Trade fairs and exhibitions are designed with specific purpose to serve and fulfil the multilateral needs of the world”. They can form a solid “basis for business” for business enterprises. The importance and benefits of exhibiting at a trade fair and exhibition should be considered within the framework of a marketing plan drawn up for all company’s activities. They can also contribute to achieving set targets influencing the market. Trade fairs and exhibitions, because of their wide range of function, if compared with other activities, have clear and following advantages: Opportunity to demonstrate wide range of export products, comprehensive overview of what is in the market, Personal contracts with clients within the short span of time, expand market share, design new prototype for future products and product lines, strength the existing trade relation, clients come to see the suppliers.
2.2.2 The Role of Trade Fairs
Evidence from recent study by Kalafsky and Gress (2013) derived from firm-level surveys and interviews suggest that the amount of importance placed on trade fair attendance as part of a firm’s internationalization strategies is related to export growth. These authors further-emphasized that, a new insight generated is that firms that participate in trade shows as part of their innovation process also demonstrate higher rates of export intensity. The principal advantage of a trade fair whether domestic or foreign is that it brings together numerous interested buyers and sellers in one location for a relatively short period of time. 

Couretas (1984) have indicated that profiles of trade fair attendees show that many have purchasing influence in their organizations and are in a "buying frame of mind" Furthermore, trade fairs often enable firms to identify and target hard-to-reach buyers. Kerin, (1987) found that trade fairs serve a number of functions, all of which can be important to the exhibitor. These include the (1) identification of prospects, (2) servicing of current customers, (3) introduction of new or modified products, (4) enhancement of corporate image, (5) testing of new products, (6) improvement of corporate morale, (7) gathering of competitor information, and (8) making of actual sales.

2.3 Empirical Studies
Koirala ( 2011) found that impact of International Trade Fairs in Export Promotion  for Nepalese Handicraft products. This paper aim to study the effectiveness of international trade fairs as a promotional activity for the expansion of Nepalese handicraft products in international market. It also analyses the emergence of Nepalese trade to gain comparative advantage from its handicraft industry. It also examines the position of the handicraft firms after participating in international trade fairs also it analyzes the potential economic benefits from its handicraft trade and the problems faced by Nepalese handicraft exhibitors while participating in international trade  fairs. This study was based on data available from 2004 to 2010 and a descriptive research approach was adopted for completion of this research work.

Gary, (1982) looked at 131 USA industrial products, examining the factors that influence a firm to use trade fairs as a promotional vehicle, and variables affecting spending levels for those that do use trade fairs. The most important variables for trade fair use are product complexity, sales level, purchase frequency, and customer concentration. Regarding levels of spending, two key variables emerged from the analysis magnitude of product sales and stage in the life cycle.

Faria and Dickinson, (1985) surveyed 607 USA firms from 10 industry sectors, which exhibited at 41 trade shows. Key findings show that firms accorded greatest importance to trade fairs were: (1) industrial product manufacturers, and those (2) with sales of more than $100 million, (3) employing middlemen, (4) with a moderate number of product lines, and (5) with a market share of more than 20 percent. Participation in trade fairs was greater for: (1) consumer products manufacturers, and those (2) with sales of $100 million or more, (3) selling to retailers, (4) with five or more product lines, and (5) with market shares over 20 percent.

Rosson, (1987) examined firms International Trade Fair Performance. This paper focuses on the latter category of trade fair involvement. An examination was made on the performance of 367 firms during the period 1984/85 to 1986/87. The paper explores their levels of trade fair performance. Various measures of performance were proposed and the influence of a number of independent variables gauged. A random selection process within each sampled event led to a sample of 570 firms being drawn. On average, about nine firms per trade fair and five per mission were sampled.

Shambi (2009) conducted study to determine whether the Mombasa ASK trade show was an effective promotional tool in meeting objectives of participating organizations with a view to help ensure that future shows are efficient and provide the positive impact to participants. The objective of the study was to determine managers’ perception on effectiveness of trade shows and exhibitions as a method of promotion, to establish whether organizations achieve their promotional objectives by participating in ASK shows and to determine factors that influence the participation of organizations in the ASK Shows. The survey was carried out using descriptive study.

Andrew, (2007) studied international exhibition organizers (Eos) in china. This study adopted a descriptive research design with exploratory elements, using a qualitative case study method. The objectives of this study were: (1) to examine the history, background, challenges, and issues facing the international EOs in China; (2) to identify the management strategies used by the international Exhibition Organizers; (3) to identify the key influential factors behind a successful Exhibition Organizers, and present them in an exhibition organizer performance model. This study developed the business model of an international exhibition. Study result from this author filled in the missing knowledge gaps in academic research on exhibition organizers worldwide. The Exhibition Organizer performance model provides a general reference for applicants to understand the business nature of the exhibition organizer. As China is one of the top foreign direct investment destinations worldwide, studying one of the earliest service industries to open foreign corporations can help new foreign entrants in the service industry, in general, and the exhibition industry, in particular.

Koirala (2011) studied the impact of International Trade Fairs in Export Promotion: A Case Study on Nepalese Handicraft products. This study is based on the handicraft products of Nepal. Handicrafts are third major export item of Nepal. These handicraft products are exhibited in international trade fairs held in different continents of the World. This paper aims to study the effectiveness of international trade fairs as a promotional activity for the expansion of Nepalese handicraft products in international market. It also, analyses the emergence of Nepalese trade to gain comparative advantage from its handicraft industry. It also examines the position of the handicraft firms after participating in international trade fairs. 

It analyzes the potential economic benefits from its handicraft trade and the problems faced by Nepalese handicraft exhibitors while participating in international trade fairs. This research is based upon the data available from 2004 to 2010; therefore, the analysis part is confined within this period. Data were collected by means of questionnaire, observation and interview. Normally descriptive research is followed by simple statistical tools such as percentage, percentage change; ratio and correlation derived from data analysis work packages.
Iyanda, et al (2005) analyzed Botswana Annual International Trade Fair. The central aims of this study were to investigate the objectives of participants at the Botswana International Trade Fair, effectiveness of management of the Fair and linkage effects of the Fair on its host city. Data were collected from a convenience sample of exhibitors and visitors, selected on a “mall intercept” basis, using a self-administered questionnaire under the supervision of trained assistants. The study found that the motives of the exhibitors and those of the visitors were highly complementary, as majority of both were motivated by business objectives. 

Despite the complementarily, the relative dominance of the business objectives was different. While practically all exhibitors were motivated by business objectives, a significant percentage (29) of visitors included social objectives in their motivation. Most of the participants, visitors as well as exhibitors, expressed satisfaction with the achievement of their objectives, they also rated the organization and management of the fair favorably, except for cost or charges, catering facilities and car park facilities. The preponderance of retailing activities found at the fair gave it the image of a flea market rather than a true trade exhibition. A greater selectivity of exhibitors might help attract more quality visitors, with higher income and greater decision-making authority as well as more business- to-business transactions.

Situma, (2012) analyzed effectiveness of Trade Shows and Exhibitions as Organizational Marketing Tool (Analysis of Selected Companies in Mombasa) Trade shows could not be underestimated as important marketing tools that were able to reach a huge target market at once. Over the years organized trade shows had provided an even playing field in which small business and large ones came together to determine the trade show effectiveness. The objective of the study was to determine organizations’ views towards effectiveness of trade shows and exhibitions as a marketing tool. 

The problem statement was that most organizations were operating in budgetary constraints and therefore the need to ensure that their objectives were met became critical. Majumder (1996) noted that great issues that marketers were faced with were severe recessions, reduced purchasing power, reduced growth rate, increased competition, consumer awareness and pressure on pricing. Organizations were therefore constantly looking for the lowest cost effective methods to promote their products and services and the effectiveness of trade shows as a marketing platform to meet their objectives was not known. The survey was carried out using descriptive study. Stratified random sampling method was used in selecting the sample elements.

Trade shows at their most effective could be important marketing tools for business. They were vital parts of the marketing mix as they combined the mass – reach of advertising, the targeting of direct mail, direct selling and the networking benefits of the internet. Shows created a unique environment in which a wide range of sales and marketing objectives were pursued. The fairs brought buyers and sellers together to a central location. According to Reeds Exhibitions in new and emerging markets, shows were direct catalyst for industrial and commercial development. They drove industrial development and technology transfer, boosted regional and national industry by providing a shop window for goods and stimulated foreign investment.
Therefore, my research title: “Assessment factors affecting firms export marketing the Dar es Salam international trade fair (DITF) as one of international marketing tools” was formulated based on this missing knowledge gap reviewed through literature above. The specific objectives were to analyze firms’ performance at Dar es Salaam International Trade Fair (DITF), to examine factors influenced firms’ participate at the Dar es Salaam International Trade Fair (DITF), and to determine problems firms’ face during their participation in Dar es Salaam International Trade Fair (DITF). The study used descriptive research technique intending to establish the exhibitors’ views towards the marketing after participating in the International Trade Fair with specific focus on Dar es Salaam International Trade Fair, using questionnaires and opinions from the sample of which helped to identify the various characteristics of research problem and their solution. Twenty respondents were interviewed and fifty questionnaires were administered.

The findings clearly showed that only a few exhibitors were able to meet their objectives by participating in the DITF. For the majority of the participants, it appeared that DITF has the potential to provide the right platform that can be utilized by exhibitors to achieve their goals, however, currently, this is not utilized and the researcher recommended that DITF should come up with strategies on how to reorganize its activities to ensure that exhibitors are able to get value for their money. In this regard there is need to establish a permanent management structure that will review the position and recommend a way forward. Also I have taken Michael porters five competitive forces theory as part of my research theory base. Method of collected data used primary and secondary data. Data collection by using questionnaire design and at the same time my sample size was be 35 based on firms’ participated in the DITF in 2013. Methods adopted econometric model equation with regression analysis.

2.4 Theory
This study incorporated Porter’s five competitive forces in industry. In the context of Dar es Salaam exhibition industry these forces are: (1) the bargaining power of buyers (demand); (2) the barriers to entry (new entrants); (3) the threat of substitutes (other promotion media); (4) the bargaining power of suppliers (exhibition centers), and (5) existing rivalries (EOs).

2.4.1	Demand - Bargaining Power of Buyers
Deng Xiaoping promoted the political slogan “grab the opportunity, and be prepared for challenge,” A new exhibition is vulnerable, since it does not have any bargaining power with the exhibitors; exhibitors are able to extract many favors, such as price discounts and prime corner locations. However, with a successful exhibition, the exhibitors are less demanding and would rather have a good location than a price discount.

2.4.2	Bargaining Power of Suppliers
In cities where one exhibition center has total domination, the owner of the center (main supplier) has significant power. For example, the exhibition centers in DITF are owned by the Tanzania Trade Development Authority, which regulates and limits duplication of competitive exhibitions. Due to large demand, the owners of those exhibition centers have become the regulators of who is allowed to rent and at what time and who is refused. As a result, the pioneer who books first for the peak season can get the advantage of repeating that exhibition annually at that time in that particular center. Whenever a new, better-located and equipped exhibition center is built, new opportunities are offered to the entrants who rent earliest in that center, and the competitive advantage of the existing Exhibition Organizer in the old center can change.

2.4.3	The Barriers to Entry for New Entrants
The major sources of barriers to entry suggested by Porter (1980) are economies of scale, product differentiation, capital requirements, brand loyalty, access to distribution channels, and government policy. Most popular exhibition topics in major cities are well established, and it is difficult for new foreign entrepreneurs to enter the market.

2.4.4	Existing Rivalries
Existing Exhibition Organizers, whether foreign or local, always are looking for new business’ opportunities, as well as ways to strengthen existing business and protect existing business from rivalry and inflating costs. M&A is currently the fastest way to expand one’s business; German EOs like Messe Frankfurt and Messe Düsseldorf, CMP and VNU are buying existing high potential local exhibitions partially or completely, hoping to turn them into higher value-added international exhibitions.

2.4.5	Substitutes-Other Kinds of Promotions
The trade exhibition is only one type of marketing promotion medium. Moriarty & Spekman, (1984) found that the trade exhibition is the most important source of information during the interest and awareness stages of the industrial buying process Other kinds of media (such as advertisements, road-shows, cold calls, relationship marketing, and direct marketing) can attract a bigger share of the promotion budget at different stages of the product life cycle. In the pilot study, although China is one of the biggest markets for aircraft manufacturers, Airbus, one of the two major aircraft manufacturers, refused to participate in the Beijing Aviation Expo twice        ( 2001 and 2005). Due to budgetary constraints, trade exhibitions may be given low priority relative to other promotion media during a mature product life cycle; while relationship marketing, event sponsorship, and mass media advertisement, such as advertisements and signboards, are preferred.

2.5 Conceptual Framework
A conceptual framework consisting of factors affecting firms export marketing the Dar es Salam international Trade Fair (DITF) as one of international marketing tool is discussed below (Figure 1).

2.5.1 Knowledge Exchange and The Use of Trade Fairs























Figure 2.1:  A Conceptual Framework 
Source: researcher, 2017
2.5.2 Cultural Distances Impendent to Export Market Promotion
Considering cultural distance, however abstract, highlights differences in important elements such as languages and business norms. These differences have a significant impact on perceptions between customers and clients (Trompenaars and Hampden-Turner, 1997; Hofstede et al., 2010). Dissimilarities in business and/or organisational cultural norms influence key producer–customer components such as timeframes, types of relationships (e.g. arms-length), and expectations. 

2.5.3 Administrative Distance Impendent to Export Market Promotion
Administrative and economic distance, while no less important, may be viewed together. Differing systems of government and forms of market-based economies create myriad obstacles for firms long used to one business environment (see Peck, 2000; Amable, 2003). Problems concerning transparency and often-vague business regulations provide obstacles to firms not used to dealing in export markets, especially within emerging economies (World Bank, 2011). 

2.5.4 Geographic Distance Impendent to Firm Export Marketing 
Geographically, then, firms are embedded in home cultures and influenced by home institutions and entrenched organizational practice. Moreover, as Gertler (2003) points out, the success with which firms can transpose a distinctive set of practices from one national space to another (i.e. learn) where the institutional environment is not as conducive or supportive of such practices will be limited at best’. Taking the above the obstacles into account, export market orientation is essential. Prospective exporters and even firms with previous international experience must devise strategies to orient their efforts to serving buyers in new markets (Nummela et al., 2004; Cadogan, et al., 2009). Not surprisingly, research has shown that the degree of export market orientation is related to success in the targeted market (Levy et al., 2007). 







3.0 MATERIALS AND METHODS
3.1 Introduction 
This chapter discusses the methodology used in this study. It covers the location of the study areas, research design, and description of study population, sampling procedures, pre-testing of questionnaires, data collection procedures, and tools used for data analysis. The limitations encountered during the survey are also discussed.

3.2 Research Design
Krishnaswani and Ranganathan (2007) defined research design as a logical and systematic plan prepared for directing a research study. It specifies the objectives of the study and techniques to be adopted for achieving the objectives. This study adopted a descriptive research design with intention to establish the exhibitors’ views towards the marketing promotion by way of participating in the International Trade Fair, specifically the Dar es Salaam International Trade Fair. Acording to Kothari (2004), descriptive research studies are those studies which are concerned with describing the characteristics of a particular individual, or of a group. According to Boyd et al., (2004) descriptive research study describe who, what, where and how of a phenomenon. Descriptive research study design seeks a problem by using questionnaires and opinions which helped to identify the various characteristics of research problem and their solution.

3.3	Location of the Study
This study was carried out at Temeke Municipal in Dar es Salaam Region of Tanzania. The researcher selected Temeke Municipals as a case study because of easy accessibility for the respondents. Temeke Municipality is located Southeneast of the three municipalities constituting the Dar-es-salaam city, the others being Kinondoni (to the far Northern) and Ilala (downtown Dar es Salaam). To the East Temeke borders with the Indian Ocean, to the north and west the Pwani Region. Temeke municipality lies 10 meters above sea level and its geographical coordinates are 6° 47' 0" South, 39° 16' 0" East.  The 2012 Tanzanian National Census showed that the total population of Temeke was 2,083,913 (Appendix 1).

3.4 Description of the Study Population
Collis (2003) defines the population of the study as the body of people or collection of items under consideration for research. It is an aggregation of units to which one wishes to generalize the results of the research study. Powell (1997) found that population can be large or small depending on the size of the group of persons or objects which the researcher plans to make inference. For the purpose of this study the population of the study was Tanzanian firms’ which was participating the DITF conducted by TanTrade at Temeke Municipal in Dar es Salaam Region. It comprised of different firms from all regions of the country. The population was selected because it was the target group of this study and it was the key informant for the success of this study.

3.5 Sample Size
According to Powell (1997), a sample refers to the respondents selected for the representation of the total population in order to produce a miniature cross section. The sample size for this study was drawn from Tanzanian firms that participated in the DITF conducted by TanTrade at Temeke Municipality in Dar es Salaam Region. Kombo (2006) pointed out that the sample size of the study should neither be excessively large nor too small. An optimum sample size is the one which fulfils the efficient, representative, reliability and flexibility requirement; however, a significant representation of population is achieved when a sample of at least 5% of total desired population is taken into account (Boyd et al., 1981; Babbie & Mouton, 2001).  For purpose of this study a total of 50 questionnaires were distributed to the representatives of participating firms, of which 35 were filled and returned giving a response rate of 89% 

3.6 Sampling Technique
Powell (1997) defines sampling techniques as the selection of some part of an aggregate or totality of what the population is made. Sampling is one of the best systematic techniques of choosing a group of individuals, in choosing a sample the researcher used purposive and simple random sampling techniques. Two techniques were used in this study includes;

3.6.1 Purposive Sampling
Purposive is concerned with selection of cases which we judge as the most appropriate ones for the given study (Krishnaswami, 2003).  This method was used to obtain 10 firms as key informants; researcher was picking the most key informant with which researcher was sure of having the relevant information needed for the findings.

3.6.2 Simple Random Sampling
Kothari (2005), states that simple random sampling provides equal chance to every member in the population to be involved was the study Random simple in choosing number can be done in different ways depend on the size of the population, it requires, complete accurate as well as up to date sampling frame which may be simple.  The researcher used simple random sampling to select 10 firms’ respondents where they have an equal chance of being included in the sample.

3.7	 Types of Data
3.7.1 	Primary Data
Mugenda, (2003) found that primary data refers to the data a researcher obtains from the field that was a subject in the sample. Guest (2003) argues that a primary source of data provides the word of witness or first record of an event. In this study, primary data was collected through the use of self administered questionnaires and in depth-interview.

3.7.2 	Secondary Data
During the study the researcher gathered further information through internet and reading various publications: reports, books and dissertation which were relevant to the study. This method was the most appropriate for collecting secondary data.

3.8  Data Collection Methods
In order to obtain primary data, interview was conducted and these data was supplement each other as the basis for the theoretical and practical analysis of the problem have been reported by Kothari, (2004). Furthermore, questionnaires and direct observation was also being used.

3.8.1 Questionnaire
The questionnaire method is the method that permits the use of a set of questions to collect data and carry out the social research. Kothari (2004), argues that a questionnaire consists of a number of questions printed or typed in a definite order on a form or set of forms. This is about data collection through guiding set of questions.  For this study questionnaire was be distributed to twenty-five firm’s respondents.

3.8.2 Interview
Interview refers to the verbal interaction between interviewer and interviewee. This is designed to collect information; views and an opinion from respondents have been reported by Kothari, (2004) et al. Also interview is the face to face interaction between the researcher and respondents reported by Mugenda, (2003). The above-identified interviews were administered to ten firms where the contact were face to face interaction.

3.9 Questionnaire Pre- Testing 
In order for a researcher to come up with quality data without bias, researchers used pre-testing approach. Pre testing was done to certify the questionnaire for its validity and there after necessary adjustments and corrections were made to the instrument before its final administration to representatives of the DITF participating firms (Appendix 2).

3.9.1 Assessing the Validity of the Questionnaire
Before data collection through questionnaire means; the researcher piloted/tested the questionnaire in order to ensure that this data collection instrument appropriate intended study purposes and in accordance to the set research objectives. Most importantly to refine the questionnaire so that respondents would have no problems in answering the questions. Piloting the questionnaire provided some idea of the questionnaire’s face validity i.e. the extent to which the questionnaire made sense. This were achieved as the researcher examine the pilot questionnaires and notice that respondents have no problems at all in understanding or answering the questions and follow all the instructions correctly. The group of firms which was be involved at the pilot stage of the questionnaire were firms from different sectors who had participated all three years’ trade fairs.

3.9.2 Assessing the Reliability of the Questionnaire
Reliability of the questionnaire is concerned with the consistency of respondents to the questions. In assessing the degree to which there were consistency in the responses given by the respondents when the study was being replicated, the researcher was use the following approaches to reliability verification: Comparing data collected via questionnaires with data were gathered using the semi-structured face to face interview in various areas at Temeke Municipality.

3.10 Data Quality Control
Data quality control was being used to ensure that the correct and accurate data that were obtained from the respondents to avoid bias. Researcher used simple random to select the respondents, which would give all respondents the same questionnaire, use observation and face to face interviews guide so that all respondents was be asked the same questions and statistical methods were applied in analyzing the data. Because each method has its shortfalls, researcher used it purposely for the sake of maximizing the confidence in the results of the study.
3.10.1 Triangulation
It involves using different sources of data about the issues and applying different instrument to collect data. Different data were collected with different methods of data collection. Primary and secondary sources such as questionnaire, face to face interviews and observation were used.

3.10.2 Ethical issues
This study was conducted under collaboration between Tan Trade and Open University Tanzania Respondents were protected by keeping the information given confidential and their consent was sought before revealing any information. The information that is going to be collected was used strictly for learning purpose.

3.11 Data Analysis and Presentation






4.0 RESULTS AND DISCUSSION
4.1 Introduction
This chapter describes the results of the study and some observations made during the study. The chapter present generated findings on the assessment of factors affecting firms export marketing the Dar es Salam international trade fair (DITF) as one of international marketing tools. The chapter is divided into seven sections. The first section discusses the general information of the respondents followed by a section describing the businesses of the exhibitors. 

Third, is a section highlighting the exhibitor’s frequency of participation in the DITF, findings on the intention of firms’ Participation in 2014 DITF are presented in the fourth section. Section five describes information on sponsors for participated firms to the DITF while sixth section present results on the factors influencing firms to participate at the DITF. A seventh section present finding on the performance of firms at the DITF and eighth section is on the problems faced by firms during their participation. Last section to this chapter presents results on perceived effectiveness of firms’ participation in the DITF.

4.2 General Information on the Respondent
The general information considered in the study included type of businesses the exhibitors engaged in, the frequency of participation in DITF, and whether the exhibitor participated in the 2013 DITF. Further the exhibitor’s participation in previous DITF was assessed and the mode by which they received invitation from TanTrade is explored. The findings on the categories of exhibitors are presented in Tables 1, 2, 3 & 4.

4.2.1  Business of the Exhibitors






Electrical good and appliance	13	14.4
Total	35	100.00
Source: Research data, 2013


Table 4.1 indicates that majority (37.1%) of the participated firms  engaged in products  manufacturing  businesses, 20% were engaged in food and beverage while 2.9% of the exhibitors engaged in garments and yarn and government departments respectively.

4.2.2 Exhibitors Frequency of Participation in the DITF









Source: Research data, 2013
Table 4.2 shows that 34.3% of the organizations were participated once in the DITF, 28.7%, 14.3%, and 11.4% had exhibited five times, twice, trice and four times respectively.

4.1.3	Intention of Firms’ Participation in 2014 DITF






Source: Research data, 2013


Table 3 shows that majority 88.6% of the exhibitors will participate in the coming DITF, 2014. This is consistent with the fact that most of the firms were regular exhibitors. In many parts of Africa, Fairs are business as well as social events. It provides opportunities to see a wider range of products, to meet people from different parts of the world, to shop for new ideas or products, and to socialize with friends and family members. It was therefore observed that, 88.6% of exhibitors will like to participate in the future DITF; this showed that, the DITF thus provided opportunities to meet exhibitor’s objective.

4.2.4	Received Information about DITF
Table 4.4: Ways in Which DITF Participating Firms Received Information (N=35)
Valid	Frequency	Percent
Email from TanTrade	14	40.0






Source: Research data, 2013
Table 4.4 shows that majority of the exhibitors received invitation to participate in the fair through e-mail, 40% were invited by email, 17.1%, by telephone, while 11.4% got information from the website and newspapers and by word of mouth and 8.6% through radio. This result (Table 4) indicated that all respondents had adequate knowledge about DITF its related aspects. On an average most exhibitors have little knowledge of the DITF. Through group discussion, it was observed that DITF may be viewed either positively or negatively. 

Most of the respondent received information about the DITF through email means. In the focus group discussion, the researcher was also interested in finding participants perception about DITF, how do they get information about participate the DITF. The above findings show that, through email, telephone, website and word of mouth were the main information source used to inform the general public about the DITF. Nevertheless, the exhibitors received DITF information in different ways. Findings revealed that in some cases respondents had no information, and were either completely unaware about accessing information on how to participate in the trade fair. 

Table 5 shows that origin of the participants, more than two thirds of those who were participated for the first time in the DITF were local while those with repeated participation two to five times were foreign. Based on this finding, 63.40% of the exhibitors participated for more than two times. This means there is relatively high return rate participation in the DITF. It also shows that, DITF satisfy the needs of the exhibitors both local and foreign.





Source: Research data, 2013


Also, there is a slight fluctuation in both the number of exhibitors and of participating countries. It is interesting to note the high ratio of “repeated purchases” among the exhibitors for those participate for more than three to five times, only ten of the countries represented in 2011 were absent in 2013. But in 2013, 32 countries represented participate; compare to last year.

4.2.5	Sponsor Participated to the DITF
Table 6 below shows that, respondents asked to indicate that, self sponsored participants to the DITF accounts for 97% out of the respondents.  Almost 45.7% of the exhibitors indicated that they sponsor themselves for attending the fair. The study shows that 17.10% of exhibitors were financed by the government, through either parastatals or government departments responsible for trade or investment promotion.  Other sponsors to the DITF includes: international organization (17.1%), private sector (14.3%), foreign embassy in Tanzania (17.1%) and NGO’s (2.9%). This was in line with what was observed by other researchers Solberg (1991) reported that Norwegian firms participating in trade fairs with government support often do so ineffectively.









Source: Research data, 2013


Hansen (1996) found that the absence of significant differences between the perceptions of exhibitors and visitors regarding the beneficial impact of trade fair assistance programmes. He did note that visitors paid greater attention to government stands. Canadian exporters using government help did not pursue opportunities in an appropriate manner Rosson and Seringhaus, (1991) found that trade show programmes of the US Department of Commerce were found to lack clear objectives, and poorly targeted selection of markets, shows and exhibitors.

In particular, we are interested in establishing whether companies exhibiting on a government or independent stand are different with respect to their strategy, trade fair process, and trade fair performance. We will then be able to draw conclusions about the role and possible influence of export promotion on trade fair exhibiting promotion programmes to differ from those who do not. In particular, companies using export support have less foreign market experience, a greater need of assistance has been reported by Seringhaus, (1986/87), and differs in their foreign market strategy (Seringhaus and Mayer, 1988). Thus, the perception of management and its strategic approach to foreign markets will influence whether or not a company uses export assistance. Companies lacking foreign market know-how and/or international trade fair expertise stand to benefit by exhibiting through a government programme.

4.2.6	Factors Influencing Firms’ to Participate at the DITF
Respondents were asked to indicate, on an interval scale, the degree to which their objectives for participating in the Fair were met. Table 7 summarized the results on factors influenced firms’ participation in the DITF.





Launch a new product line	28.6	20.0	20.0	17.1	12.3	97
Find distributors or outlets in a new area	31.4	20.0	22.9	18.0	5.7	98
Develop new relationships with trading companies	14.3	25.7	17.1	14.3	23.6	95
Attract new markets	25.7	17.1	5.7	11.4	36.0	96
Reposition the company in the market	14.3	20.0	5.7	22.9	37.1	97
Give support to field agents	20.0	22.9	20.0	2.9	34.3	98
Collect feedback on a projected new range of products	14.3	25.7	22.9	2.9	34.3	96
Public relations purposes/publicity	14.3	17.1	5.7	11.4	51.4	97
Source: Research data, 2013

With regard to exhibitors (Table 7), the findings suggest that the objectives of searching distributors or outlets in a new area were better satisfied than the developmental objectives increase sales, launch a new product line, find distributors or outlets in a new area, find distributors or outlets in a new area, develop new relationships with trading companies, attract new markets, reposition the company in the market, give support to field agents, public relations purposes/publicity, collect feedback on a projected new range of products. Table 7 shows that, while about 31.4% percent considered their objectives satisfied at the highest level (Very successful), 22.9% percent considered their satisfaction at a medium level and 51.4% lower level. This implies that the vast majority (50%) of the exhibitors considered their objectives, to some degree, satisfied in low level. The low level of satisfaction of the exhibitors to the participate DITF. About 97% of the 35 exhibitors interviewed.

Figure 4.2: Successfulness of Firms’ Participation to the DITF

While practically all exhibitors were motivated by business objectives, increase sales 27.7%, launch a new product line 28.6%, find distributors or outlets in a new area 31.4% strongly agree, find distributors or outlets in a new area 14.3% agree, develop new relationships with trading companies 25.7% agree, attract new markets 25.7% strongly agree, reposition the company in the market 22.9% disagree, give support to field agents 22.9% agree, public relations purposes/publicity 51.4% strongly disagree, collect feedback on a projected new range of products 22.9% agree. 

The motive of exhibitors is primarily to sell their product or service while visitors’ intention was mostly to buy or obtain new ideas or explore new opportunities for business. As a result, both were able to achieve their objectives as one group provides what the other wants. In this sense, the DITF was more of sales than a trade fair. This was in line with what was observed by other researchers. The choice of trade shows as a promotional tool was often influenced by the company’s promotional objectives. 

Yeshin (2006) noted that there were a variety of reasons why companies participated in trade shows. Patten (2001) founded that major objectives being building awareness, introducing new products, reach customers cost effectively, generate additional sales, gain information about competitors among others. Exhibitions being a direct face-to-face medium provide a good platform to collect feedback on a projected new product for one could see lots of prospects in a short time.

4.2.7	Performance of firms to Participate at the DITF
The performance of firms to the Dar es Salaam International Trade Fair was analyzed by determining whether the exhibitors were able to achieve their objectives by participating in the trade fair. Respondents were asked to indicate the extent of the effectiveness of the fair by rating the fair using a five-point likert scale where 1 was strongly disagrees, and 5 strongly agree.




Selling at the show	11.4	25.7	31.4	11.4	20.0	100
Participation in the DITF was value for money	5.7	34.3	17.1	28.6	14.3	100






Source: Research data, 2013


The respondent was asked to measure performance firms participated at the DITF. Table 3 shows that respondent were asked to agree if they the firms was able to introducing new products at the fair 25.7% respondents agree, selling at the show 25.1% respondents agree, participation in the DITF was value for money 34.3 respondents agree  before decided to participate to the DITF, the ten days spent at the fair was time well spent 25.7% respondents agree, The number of days for the fair are adequate 34.3% respondents disagree, New products testing 35.3% respondents agree, Identify new prospects 37.1% of respondents  strong agree, Servicing current customers 34.3% respondents neutral,  Enhancing Corporate image 38.4% respondents strong agree. Researcher observed that, participated in DITF important because exhibitors were able to achieve its goals, DITF was excellent promotion tools, Also the ten days spent at the show it was enough, but it was too costly to exhibit at the fair, also the TanTrade staff did not provide all the necessary advice and guidance required the exhibitors.

4.2.8	Problems Faced by Firms During Participation in the DITF
The respondents were asked to determine problems they face during participated at the DITF. While the exhibitors were asked to indicate on a monadic 5-point interval rating scale, rating from 1 (Extremely Unsatisfied) to 5 (Extremely Satisfied) with the problems faced by firms during their participation in Dar-es-salaam International Trade Fair. The result showed that exhibitors were unsatisfied. In aggregate terms, an average of 25.7% they not satisfy with the visitor behavior with the visitors visit the DITF, while about 34% unsatisfied with the car park facilities, others 31.4% said that there was adequate exhibition space, 28.6% said that they satisfied with DITF provide guiding map, 37.1% said that the cost or charge fear.  Also, 40% of exhibitors informed exhibitor problem somewhat satisfied, 34.3% security unsatisfied, 31.4% personal hygiene satisfied and 28.6% power supply was unsatisfied. (Table 9)

Researcher observed that fair organizational variable evaluated. If a score of 20% is taken as the benchmark for good performance, then DITF is doing relatively:“Very Well” in the two areas of visitor behavior, car park facilities which were satisfied by more than half of the exhibitors; “Well” in three areas–adequate exhibition space, cost or charge, guiding map, which were satisfied by between 20%, 28.6% and 37.1% of the exhibitors, and; “Poor” in four areas, namely, informed exhibitor problem, security, person hygiene, power supply which were unsatisfied with the service provided by the organizer by 40%, 34.3%, 31.4% and 29.2% consecutively.
These are areas where the organizers should consider as priority to solve the problem in the future.

Table 4.9: Challenges Firms Face During Their Participation to the DITF (N=35)
	Rating frequencies (in %)










Source: Research data, 2013
4.2.9	Perceived Effectiveness of Participation in the DITF
To determine managers perception on effectiveness of the DITF as a method of promotion, respondents were asked to indicate the extent of their agreement/disagreement with a number of statements on a five point scale where 5 was strongly agree and 1 strongly disagree.

To gauge their perception on the cost effectiveness of exhibiting, respondents were to state whether exhibiting at the DITF was a highly cost effective mode of promotion or participation in the fair was value for money and whether it was too costly to exhibit at the show. More specifically the research aimed at establishing whether organizations achieve their promotional objectives by participating in the DITF.

Table 4.10: Perceived Effectiveness of Participation in DITF (N=35)
Statement	N	Minimum	Maximum	Mean	Std. Deviation
It was too costly to exhibit at the fair	35	1.00	5.00	3.1429	1.03307
The TanTrade staff provided all the necessary advice and guidance required	35	1.00	5.00	3.3429	1.08310
We were aware of the key participants at the DITF before deciding to participate	35	1.00	5.00	3.1429	1.11521
adequate exhibition space	35	1.00	5.00	3.0000	1.30609
Exhibiting at the DITF was a highly cost effective mode of promotion	35	1.00	11.00	3.4571	1.80429
My organization was able to advertise our products and services effectively	35	1.00	5.00	2.7429	1.26823
The quality of visitors was very good, fitting in the expected target market	35	1.00	5.00	3.5429	1.24482
There was enough opportunity to network	35	1.00	5.00	2.8286	1.31699
DITF promotion for the shows is excellent	35	1.00	5.00	3.2000	1.34602
The organization was able to achieve its goals of participating in the fair	35	1.00	5.00	3.4000	1.41837
The participation in the DITF was value for money	35	1.00	5.00	3.1143	1.20712
The ten days spent at the show was time well spent	35	1.00	5.00	3.2000	1.27879
The number of days for the fair are adequate	35	1.00	5.00	3.2286	1.03144
Valid N (list wise)	35				
Source: Research data, 2013
Further, to determine the extent by which the target market was met, respondents were asked to rate the quality of visitors, the number of visitors, and indicate whether they had enough opportunity to network and further if they had knowledge of the expected key participants. In addition, in order to gauge their perceived value of participation in the fair, respondents were asked to rate issues concerning TanTrade administration that would provide a conducive environment for participation, these included number of days provided to the DITF, handling of customers needs and helpfulness of TanTrade staff. Table 12 reveals a mean score of 3.14 in response to the question whether exhibiting at the DITF was an it was too costly to exhibit at the fair. There was a large significant variation shown by standard deviation of above 1.0 at 1.41. This indicates that the exhibitors were neutral concerning the cost effectiveness though there were those who did not agree with this.

The exhibitors indicated that the show was not value for money by posting a mean score of 3.11; the standard deviation was 1.20 which was not a significant variation as it was above 1. To further determine the cost effectiveness the respondents returned a mean score of 3.45 to the question that exhibited at the DITF was a highly cost effective mode of promotion. However, there was no agreement on this as shown by the large standard deviation of 1.80 which was above 1.

When asked to comment on the statements that the quality of visitors was very good, fitting in the expected target market and the numbers of visitors were sufficient for the organization to conduct business, the mean scores for the quality and numbers of visitors were 3.54 and 3.22 respectively. Showing that the exhibitors disagreed with the quality and number of visitors received. This was not consistent because the standard deviation in both cases was large at 1.24 and 1.03 for the quality and number of visitors respectively. 

The trend was further supported by the significant variation of 1.316 and mean score of 2.82 given in response to enough opportunity to network. The significant variation shows a mixed reaction in that while majority of respondents were not satisfied with the quality and number of visitors there were exhibitors who were happy with the quality and numbers of visitors and had enough opportunity to network The foregoing trend was further seen in the response to the statement that the exhibitors were aware of key participants at the show before deciding to participate, in which majority disagreed as given by the mean score of 3.14, but also contradicted by a number of respondents as shown by the significant standard deviation of 1.115.

In regard to advertising the exhibitors were neutral when responding to the question whether organizations were able to advertise their products and services effectively. They returned a mean score of 2.74, however there was no agreement on this as there was a significant standard deviation of 1.268. 

Majority of the participants disagreed with the statement that DITF shows are excellent. This was shown by the mean score of 3.20 however, there was a significant variation of 1.346, meaning that they were a number of exhibitors who thought that DITF promotion was excellent. This finding did not tally with the response given when exhibitors were asked to comment on whether the organization was able to achieve its goals of participating in the show. There was a mean score of 3.40 meaning a neutral position tending to disagreeing with the statement. The standard deviation was close to 1 at 1.418. The number of days for the show was adequate as indicated by the mean score of 3.22 which means majority agreed with the length of the show period, this was unanimous as the standard deviation was only 1.031.

When requested to comment on the statements the TanTrade staff provided all the necessary advice and guidance required, TanTrade seeks exhibitors’ perception on the impact the show had adequate exhibition space, the mean scores were 3.34 and 3.00 respectively. This gave the indication that exhibitors disagreed with the show administration. This was a general agreement as there was a standard deviation of only 1.083 and 1.306 for staff advice/guidance and TanTrade follow up on exhibitor’s perception respectively.

4.3 Discussion
This section presents the discussion, conclusion and recommendations based on the presented findings of the study above. The findings were discussed in line with the specific objectives of the study; conclusions have been drawn from the study and recommendations given. The objectives of this study were to assess firms’ participation in the DITF, to analyze firms’ performance at Dar es Salam International Trade Fair, to examine factors influencing the firms’ participation at the DITF; to determine problems facing by firms during their participating in DITF and to identify limitations of DITF. Maitland (1997) pointed out that organizations can use Shows to create the perfect sales environment.
In achieving the first objective the finding of the study showed that managers perceive DITF as effective method of promotion. The overall rating of the fair as somewhat effective further collaborated this result. The second objectives of the study showed that participated in DITF important because exhibitors were able to achieve its goals, DITF was excellent promotion tools. From the study the respondents while responding to questions related to factor influenced their participation showed that majority strongly agreed and agreed with the extent by which they were able to meet target market and the number of visitors received at the fair. Maitland (1997) stated that who’s who at the exhibition is important to have a successful exhibition. It was expected that the visitors to the show should include a significant proportion for companies existing and potential customers. The number and quality of potential visitors need to conform to the companies’ target audience.

The third objective of the study was to determine problem firms’ facing during their participation in the DITF. The study indicated that the DITF is doing relatively: “Very Well” in the two areas of visitor behavior, car park facilities which were satisfied by more than half of the exhibitors; “Well” in three areas–adequate exhibition space, cost or charge, guiding map and “Poor” in four areas, namely, informed exhibitor problem, security, person hygiene, power supply which were unsatisfied with the service provided by the organizer. These are areas where the organizers should consider as priority to solve the problem in the future.
CHAPTER FIVE
5.0 CONCLUSIONS AND RECOMMENDATIONS
5.1 Conclusion
This research explored the use of trade fairs as part of participating firms’ international market promotion by looking at these exhibitions as export marketing platforms. The motivations for attending these shows confirmed many of the previous findings in the literature in that many producers were able to meet with customers, distributors, and suppliers, thus taking advantage of the temporary agglomerations these trade fairs represent, mainly with regard to the benefits that new face-to-face encounters can engender. The knowledge exchanged can be informal and subtle – the firm’s mere presence is important to show that it is a player. 

A new insight ventured from this research concerns the factor influencing firms’ participation in DITF and supplier–buyer interface geared towards incremental innovation taking place at trade firms. Firms that attended a trade show like DITF as part of their innovation processes. In relation to this, the survey data also suggested that DITF participating firms that staffed their exhibits with sales and marketing personnel were also demonstrably more export intensive. 

The analysis of the participating firms’ performance at DITF indicates that gathering competitive information and enhancing corporate image were the main motives towards firms’ participation to DITF. This provided tentative evidence that export focused firms should take a more holistic approach to their international marketing activities, including the staffing of their exhibits with representatives beyond the immediate sales function. 

Regarding overall trade fair presence, firms that attended shows beyond DITF also tended to place greater importance on the role of exports to their respective organizations and the importance of trade fairs to garnering news sales and using these exhibitions as physical displays of their goods and services. Overall, the survey data and interviews from the study show that DITF participating firms utilized this trade fair as an integral part of their export marketing and research strategies and that those firms with greater export intensity and growth place even greater weight on the importance of these exhibitions. This is especially important in the present, as many East African firms and Sub-Saharan Africa in general do not yet have wide exposure to international markets and potential export customers. Regarding the role of trade shows as temporary agglomerations, one future point to consider is whether or not the seller–buyer linkages are maintained after trade fairs like DITF. This was suggested as trade shows may be providing the roots of extra-local implementation capabilities on the one hand, or the platform upon which communities of practice are founded on the other. 

In a brief, this study revealed the extent to which the DITF is effective in meeting the international marketing promotional objectives of participating firms. From the findings it is clear that only a few exhibitors were able to meet their objectives by participating in the DITF. For the majority of the participants, it appeared that DITF has the potential to provide the right platform that can be utilized by exhibitors to achieve their goals; however, it is not yet to be utilized.
5.2 Recommendations
Based on the findings of the study, the researcher gives the following recommendations. The DITF should come up with strategies on how to reorganize its activities to ensure that exhibitors at the Fair are able to get value for the money. In this regard there is need to establish a permanent management structure that will review the position and recommend a way forward. The DITF should establish a comprehensive feedback mechanism to determine the needs and requirements of customers with a view to factoring them in their planning process and ensure they remain relevant to the changing environment. From the study it was clear from the respondents that DITF had very good potential as an exhibition organizer and therefore should tap into this potential and provide the conduit for exhibitors to meet new, potential customers, and provide opportunities to network during receptions, roundtables and other sessions.

5.3 Suggestions for Further Study
These limitations can be looked at as avenues for future research such as widening the scope of participants to include other major fairs goers to get their perspective. Further studies in this area could be conducted to establish the cost effectiveness of exhibition participation. Hence, areas for future research, was suggested as:  that could examine the impact of DITF to promotion of firms’ export intensity related issues; consideration on incremental innovation taking place across spaces rather than dependent on proximity. According to some of the participating firms that were interviewed, for example, trade fairs were used to maintain longer term customer relationships. This crucial area is not yet to be studied. 
Finally, in the estimation of many firms, such exhibitions were effective for garnering new sales, yet there was not an immediate impact on international market promotion and export intensity, in specific. This raised the question of lag. Given the cost of attendance and value for money collected by the organizers and TanTrade in this regard, how are participating firms economically justify their participation in these trade shows? Evidence points to the actual physical presence afforded by these venues. Tentative evidence also points to newly discovered, ICT based technology-driven, symbiotic relationships between online portal sites, vendors, and potential customers at these trade fairs. This would be an interesting topic for future research in and of itself. 

5.4 Limitation of the Study
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Appendix 1:  Location of the Study Area (Temeke Municipality)

Source: Dar es Salaam City Council, 2004.






This questionnaire intends to collect information on research title: “Assessment of Firms’ participation in the Dar es Salam International Trade Fair (DITF).” You are kindly requested to provide relevant information that will assist us to achieve the objective of this study. I assure you that information extracted will be treated in strictly confidential and name of individuals or an organization neither will not be included in the reporting of the findings. It is estimated that you will take between 10-15 minutes to fill this questionnaire. Thank you in advance for your involvement in this research.

PART 1: GENERAL INFORMATION
1.	Your name………………………………………
2.	Job title ………………………………………….
3.	Name of company ………………………………
4.	Please indicate the type of business your organization is involved in?
a)	Agriculture [    ] 	b) Food and Beverage	[    ] (c) Government department [    ]
d)	Garments and yarns [    ] (e) Manufacturer products [    ]
f) 	Electrical good and appliances [    ] (g) Information and communication [    ]
h)	Textile [    ]
i)	Other, specify…………………………………………………………
5.	Please indicate the number of times your organization has participated in DITF?
a)	Once [    ] 	(b)Twice [    ] 		(c) Thrice [    ] 		(d) Four times[    ]
e)	Five times [    ]
6.	How did you receive information about DITF in the last five years?
a)	E-mail from TanTrade [    ]	(b) Telephone call from TanTrade [    ]
c)	Website [  ] (d) Newspapers [   ] (e) Word of mouth [  ] (f) Radio [    ]
g)	TV [    ] 	(h) Brochure [    ]
h)	Others, specify …………………………………………………
7.	How successful is your participation on this exhibition?
(a) Most Successful   [    ] (b) Very successful [    ] (c) Successful [     ] (c) Not successful [   ]
8.	On average how much sales you have made per day? ………………………









10.	Please indicate the reasons for participating at the DITF?
Indicate your agreement or disagreement by ticking where appropriate using a 5 point scale where: 5

1=STRONGLY AGREE,  2 =AGREE, 3=NEUTRAL,  4 =DISAGREE and 5 =STRONGLY DISAGREE.
	Reasons	1	2	3	4	5
a	To sell product/increase sales					
b	To launch a new product line					
c	To find distributors or outlets in a new area					
d	To develop new relationships with trading companies					
e	To attract new markets					
f	To reposition the company in the market					
g	To give support to field agents					
h	To collect feedback on a projected new range of products					
j	To re-establish links with clients whom the organizationdoes not see often					
k	For Public Relations purposes/publicity					
l	Others (specify)					




12.	Describe your rating of DITF? Please indicate your agreement or disagreement by ticking where appropriate using a 5 point scale where is:
1 STRONGLY AGREE, 2 AGREE, 3 NEUTRAL, 4 DISAGREE and 5 STRONGLY DISAGREE
	Statement	1	2	3	4	5
a	Exhibiting at the DITF was a highly cost effective mode of promotion.					
b	My organization was able to advertise our products and services effectively					
c	The quality of visitors was very good, fitting in the expected target market					
d	The number of visitors were sufficient for the organization to conduct business					
e	There was enough opportunity to network					
f	The organization was able to achieve its goals of participating in the fair					
g	DITF promotion for the shows is excellent					
h	The participation in the DITF was value for money.					
j	The ten days spent at the show was time well spent					
k	The number of days for the fair are adequate					
l	It was too costly to exhibit at the fair					
m	The TanTrade staff provided all the necessary advice and guidance required					
n	We were aware of the key participants at the DITF before deciding to participate					
13.	Challenges firms facing in participating in Dar-es-salaam International trade fair (DITF)? Please indicate your agreement or disagreement by ticking where appropriate using a 5 point scale where is:
5  1 Extremely Satisfied,  2 Satisfied, 3 Somewhat Satisfied,
4 Unsatisfied, 5 Extremely Unsatisfied

	Explain the level of satisfaction of the :-	1	2	3	4	5
b	DITF provides adequate exhibition space					
c	DITF informed exhibitor on how to report their problem					





j	Participation fee in Dar es Salaam international trade fair is affordable					

14.	Would you participate in the nests year’s DITF?
a)	Yes [    ]
b)	No  [    ]
c)	Most sure [    ]
15.	Please indicate the various way DITF can be improved …………………………………………………………………………………………
If you would like to receive a research report, Please indicate your contact below:
Name: ……………………… E-mail:…………………,,,,Mob: …………………
Thank for your cooperation

Barrier to meet potential suppliers

Lack of useful information for innovation

Factors influencing Firm’s Ability to Access International Customers
customers

Barriers to Export Market Entrance


















Barriers to meet overseas agents and distributors







